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The PYMNTS ConnectedEconomy™ Index (CE Index) bench-
marks the progress of the world’s digital transformation 
quarterly across the 11 countries in our study and individually 
within the countries we are tracking. 

This first-of-its-kind global research endeavor uses in-depth 
surveys to examine consumer engagement in 37 key activ-
ities across the 10 broad categories — the pillars of the  
ConnectedEconomy™ — that represent their daily routines 
and consistently measure the progress of consumer engage-
ment over time. 

The CE Index uses data collected from 15,599 individuals 
across 11 countries between April 7, 2022, and May 9, 2022, 
and includes how and how often consumers engage in 37 dif-
ferent activities, the purchases they made and the payment 
methods they used. The countries are the United States, the 
EU-5 (France, Germany, Italy, the Netherlands and Spain), the 
United Kingdom, Brazil, Australia, Japan and Singapore, which 
together account for 50% of the global GDP. 

 

PYMNTS’ analysis of the roughly 2.4 million data points result-
ing from this survey creates a unique CE Index score for each 
country and an average CE Index ranking across all 11 coun-
tries in our study. The CE Index measures how much progress 
each country has made in its digital transformation journey. A 
100 is a perfect score, meaning that every person in a country 
uses digital methods to engage in each of the 37 activities we 
measure daily, and can be thought of as the culmination of 
the global digital transformation.
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The state of  
the digital economy  
in Q2 2022

T he ConnectedEconomy™ Index measures 
the digital transformation of roughly 15,000 
consumers in 11 countries that represent 
50% of the global GDP. Digital transforma-

tion is defined as the number of people who use 
digital methods to engage in any activity, the num-
ber of digital activities in which they engage and how 
frequently they engage. Quarterly surveys record the 
changes in 37 routine digital activities over time, and 
those changes help determine the pace at which a 
country has digitally transformed its economy, along 
with the opportunities to improve digital engagement. 
The ConnectedEcnonomy™ Index score is the ultimate 
measure of the digital transformation of each coun-
try, individually and collectively across the sample. 

In Q1, we learned that we’ve made some progress — but we have 
a long way to go. On a scale of zero to 100, these 11 countries are 
about one-quarter of the way to a world in which all consumers 
use connected devices, technology and payments in some way to 
access and/or complete the 37 routine digital activities we monitor. 
The good news for business leaders and entrepreneurs is that there 
are many opportunities to continue to digitally engage consumers all 
over the world.     
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Consumers’ use of digital methods to pay for 
things increased by 3 percent. 

The routine activities we measure include both 
transactional and nontransactional activities.  Nine-
teen of the 37 routine activities tracked are related 
to making a purchase of some kind — booking 
and paying for a trip, paying a bill, ordering food 
from a restaurant and so on. The digital transfor-
mation of those activities increased by 2.7% with 
the greatest increase in travel-related activities, 
including airfare purchases, hotels/rentals and  
local transportation.

Brazil moved into second place in Q2, displacing 
Spain and the U.K. 

Brazil moved up two spots in the 11-country ranking 
to take second place, which boosted that coun-
try’s overall Index score by 8.2%. Brazil’s strong 
performance was underpinned by increased digi-
tal engagement of consumers living there in digital 
travel and mobility tools and growing intensity in 
the use of digital methods to buy groceries online 
and make retail and restaurant purchases, all of 
which saw increases of more than 10% in Q2.

In Q2, we observe that consumers still encounter friction when using 
digital methods to access activities or make purchases — and that 
remains an impediment to increasing digital engagement. This is par-
ticularly true in sectors that represent key drivers of gross domestic 
product (GDP) such as healthcare, buying food at grocery stores or 
restaurants and making retail purchases. We also observe that, with 
one exception, consumers living in countries where smartphone pene-
tration is high have more access to digital-first methods of transacting 
and are more digitally engaged — and their country rankings reflect 
that. Japan is the exception to that rule, largely because so few of 
those over the age of 50 use digital methods to engage in any activity. 

 
Q2 2022 HIGHLIGHTS

More digital engagement drove  
the ConnectedEconomy™ Index score higher  
by 1.2% quarter over quarter.  

Overall, we observe that digital engagement is 
higher for the average consumer across the coun-
tries we studied.  The use of digital methods across 
the 37 daily activities tracked in this study increased 
by 1.2% in the three months between January and 
April. In addition, the growth of the Index was 
faster, overall, than the increase in global GDP for 
the same period.
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Engagement in one digital activity leads to 
engagement in related activities.   

We find that consumers who participate by using 
digital methods for one activity are also more likely 
to use digital methods to transact or access activi-
ties with similar characteristics in adjacent sectors. 
This degree of interconnectedness serves as an 
important on-ramp to the greater digital engage-
ment of a country’s population overall. In Q2, the 
measure of interconnection between activities 
grew for any pair of activity groups considered, 
such as travel and food purchases, entertainment 
and social interactions. 

Mobile wallets go omnichannel

Consumers’ use of mobile wallets in-store increased 
9% in Q2 2022 across all 11 countries, with domes-
tic wallets becoming more widely accepted by 
merchants. We observed the greatest increase in 
in-store digital wallet usage in Brazil, Japan and the 
United Kingdom, with digital engagement growing 
more than 15% quarter over quarter. 

05

04
ADDITIONAL Q2 DETAIL:

The ConnectedEconomy™ Index 
score increased 1.2% quarter 
over quarter.

Consumers’ digital transformation across the 11 countries in our study 
increased from 27.1 in Q1 to 27.4 in Q2, a 1.2% increase over this period 
as more consumers used digital methods to conduct more of their 
daily activities and did so more frequently. This movement represents 
a significant quarter-over-quarter change for these 11 countries that 
account for 50% of the world’s GDP. 

This increase in the Index score in Q2 when looking at all countries 
as a whole is explained by an increase in the number of consumers 
engaging in connected experiences rather than the frequency of such 
interactions. Total participation from Q1 2022 to Q2 2022 increased 
from 82.9% to 83.7%. This represents a nearly one percentage point 
increase in the number of people who conducted at least one rou-
tine digital activity in the last month. The number of digital activities 
in which a consumer engages every month grew 2%, from 15.5 in Q1 
to 15.9 in Q2. The frequency of engagement also remained in line 
with Q1 levels: An average 3.7 of these digital activities were carried 
out daily, virtually unchanged from the first quarter.
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THE 10 PILLARS of the ConnectedEconomy™
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To put this growth into perspective, consider that the International 
Monetary Fund (IMF) expects these countries’ economies as a group 
to see an increase in GDP of 3.3% in 2022, which is equivalent to 
0.8% quarterly growth — well below the 1.2% growth of the CE Index.1 
We expect the subset of digital activities tracked by the CE Index will 
outpace the growth of the economies as a whole by 1.6% through-
out the remainder of 2022 given the sustained growth seen in Q2 as 
more consumers become more comfortable and confident conduct-
ing a larger portion of their daily activities online. 

1 Author unknown. World Economic Outlook Database. The International Monetary Fund. 2022. 
https://www.imf.org/en/Publications/WEO/weo-database/2022/April/weo-report?c=132,1[…]024&ss-
m=0&scsm=1&scc=0&ssd=1&ssc=0&sic=0&sort=country&ds=.&br=1. Accessed September 2022.
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Measuring the digital transformation 

The ConnectedEconomy™ Index score is the ultimate measure of 
digital transformation on a scale of 0 to 100.  The higher the Index 
score a country earns, the closer it is toward realizing its economy’s 
full potential. 

Digital transformation is the progress of a population, ages 18 and 
older, to move away from doing things in only a physical environment 
to conducting them using devices that are connected to the internet. 
We measure this by looking at how digitally engaged consumers are 
in 37 routine activities across three key dimensions. 

PARTICIPATION

How many consumers perform at least one  
activity using digital methods at least once per 
month. This is calculated using the percentage  
of adults who use digital technology to do  
something at least once per month.

 
ENGAGEMENT

How many digital activities in which consumers 
participate. This is measured by the number  
of activities that consumers perform using  
digital methods.  

RECURRANCE

How often those consumers use digital methods 
to conduct said activities. This is measured by the 
average number of times per month these adults 
engage in these activities only.

The ConnectedEconomy™ (CE) Index measures the progress of the 
digital transformation of the global economy on a scale of 0 to 100 
based on the evolution of these three elements. Survey respondents 
are asked questions about their use of digital methods to engage 
in 37 activities across 10 categories that represent their daily rou-
tines. The CE Index uses an algorithmic model to calculate a score 
based on how many people living in a country participate in any dig-
ital activity, how many digital activities they engage with and how 
often they use digital methods to engage in one or more of these  
digital activities. 



Q2 2022    |    1514    |    How The World Does Digital

© 2022 PYMNTS All Rights Reserved

The Index measures digital engagement within two different sets 
of digital activities: those that are “purpose built” for making a pur-
chase, or transactional activities, and those that help consumers 
access a variety of content or services, or access activities.

ACCESS ACTIVITIES

Eighteen of the activities that the ConnnectedEconomy™ Index 
measures are categorized as access activities. Examples of access 
activities include watching movies or listening to music, visiting a 
healthcare provider, interacting with friends and family on social net-
works or checking a bank account. Digital engagement within those 
activities is measured by how many people use digital methods to 
engage with these activities, how many they engage with and how 
frequently they do so.  

Today, more consumers engage 
digitally with access activities. 
For instance, seven times more 
consumers are engaged daily 
in watching videos than shop-
ping on a marketplace, and five 
times more consumers check 
their social media feeds daily 
than order food from delivery 
aggregators. 

TRANSACTIONAL ACTIVITIES

Nineteen of the activities that the ConnectedEconomy™ Index measures 
are categorized as transactional activities. These activities are those 
that are purpose built for paying for something. Examples of transac-
tional activities are booking travel, paying for retail or grocery purchases, 
ordering food from a restaurant, paying a doctor or paying bills.  

Accessing or transacting? 
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More consumers used  
digital methods to make  
a purchase in Q2.

D igital transformation increased in 16 of the 19 activi-
ties that are related to making purchases, representing 
a 2.7% increase from Q1 to Q2. Some of the greatest 
increase in engagement was seen in travel and travel- 

related activities, including commuting, as more of the workforce 
returned to offices. We also witnessed sharp increases in consum-
ers’ usage of digital retail (7%) and grocery subscription services 
(8%), voice-enabled payments (6%), virtual therapy (11%) and tele-
medicine sessions (3%) in Q2 2022.  
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We also observed an increase of 16% in the digital transforma-
tion of consumers across all 11 countries in booking airfare and 
accommodations online, including the use of homesharing plat-
forms such as Airbnb and Homestay, in Q2. 

That increase in digital transformation also prompted more con-
sumers to use a variety of local transportation and mobility apps, 
where we noted a 15% increase in the use of apps to book and pay 
for train, bus and taxi rides and a 12% increase in the use of apps 
to book micromobility rides.  

16%
How much the average  
consumer’s use of airfare apps 
and websites increased  
quarter over quarter. 
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Understanding the pillars  
of the ConnectedEconomy™

T he PYMNTS ConnectedEconomy™ framework organizes 
consumers’ daily routines into 10 categories — “pillars” — 
and the 37 activities they perform to complete them. Our 
hypothesis is that how consumers all over the world will 

use connected devices, payments and new technologies to work, 
live, bank, pay and be paid, have fun, shop, eat, stay healthy, con-
nect with others and move from point A to point B will determine 
the depth, breadth and speed of the world’s digital transformation. 

Enablers use a combination of technology, payments and con-
nected devices to simplify how consumers and businesses engage 
within each of these 10 pillars and, more importantly, use them 
to connect with multiple activities across other pillars. Together, 
this becomes the blueprint for measuring the digital engagement 
of consumers across multiple activities and tracking the digital 
transformation of the ConnectedEconomy™.

THE 10 PILLARS of the ConnectedEconomy™
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More digital engagement  
in any one activity,  
leads to an increase  
in digital engagement in  
similar or adjacent activities. 

I n Q2 we found that many of the consumers who increased 
their use of digital methods to book travel or assist with com-
muniting also made more online retail, restaurant and grocery 
purchases.  

For example, in Q2, 79% of consumers who placed grocery and 
restaurant orders online (the eat pillar) also used travel- and  
commute-related sites and apps, representing 404 million con-
sumers across the 11 countries in our study: 296 million of them 
are buying groceries online, and 379 million are placing restaurant 
orders online.

If consumers’ use of travel- and commute-related apps were to 
increase by 10%, then we would also see a corresponding 6.7% 
increase in online grocery shopping and a 6.3% increase in digital 
restaurant orders. 
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Consumers across all  
11 countries increased their  

use of mobile wallets in-store.

W e find that the use of mobile wallets to pay for pur-
chases made in brick-and-mortar establishments 
increased by 9% in Q2 2022 and decreased 1% 
for online transactions. We observed the greatest 

increase of in-store digital wallet use in Brazil, Japan and the U.K., 
increasing over 15% quarter over quarter. U.K. mobile wallet growth 
was largely driven by an increase in use of Big Tech wallets, such 
as Apple Pay, while native wallet usage was the principal driver for 
the increase in digital engagement with mobile wallets in Brazil 
and Japan. 

Use of PayPal for in-store transactions increased 10% in Q2 2022, 
with the bulk of this increase driven by Germany. This marks the 
second consecutive quarter in which consumer engagement with 
the PayPal mobile wallet in Germany was greater than it was in any 
other country.  

9%
How much more consumers  
across all 11 countries used  
digital wallets to make  
in-store purchases in Q2  
than in Q1. 
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DEEP DIVE:

How Brazil  
found its way to  
second place in Q2 2022

T he digital transformation of Brazil’s economy 
increased by 8.2% in Q2, marking the greatest 
quarter over quarter increase seen in any of the 
11 countries in our study. That represented an 

increase in their Index score from 30.1 in Q1 to 32.6 in Q2. 
This quarter-over-quarter increase, if it holds, would move 
Brazil into the top spot by Q4 2022. 

A big driver of digital transformation was the celebration 
of the first in-person Carnival in two years — celebrations 
that drove consumers to big cities, incentivizing spend in 
travel accommodation, as well as food and retail spend.2 

Rio de Janeiro alone sees its population grow by 2 million during 
these festivities.

These festivities sparked a wave of domestic travel and com-
merce, coinciding with an increase in domestic demand for a 
wide variety of digital and digitally enabled transactions. Brazilian 
consumers’ use of travel sites, apps and aggregators increased 
14% quarter over quarter in Q2 2022, for example, and their 
appetite for transactional activities — from digital marketplace 
purchases to online grocery orders to homesharing and beyond 
— incresaed 11%. This is a higher growth rate than was seen in 
any other country and is almost four times the 11-country aver-
age growth rate of 2.9%. 

2 Author unknown. ‘So much joy’: Brazil holds first carnival since Covid. France 24. 
2022. https://www.france24.com/en/live-news/20220423-so-much-joy-brazil-holds-
first-carnival-since-covid-1. Accessed September 2022. 

8.2%
The quarter-over-quarter  
acceleration of Brazil’s  
digital transformation. 

https://www.france24.com/en/live-news/20220423-so-much-joy-brazil-holds-first-carnival-since-covid-1
https://www.france24.com/en/live-news/20220423-so-much-joy-brazil-holds-first-carnival-since-covid-1
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Brazil in Q2 is a great case study of the power of the interconnect-
edness of digital activities. When travelers, foreign and domestic, 
booked their travel for Carnival they also increased their use of dig-
ital methods to make purchases online, for which we observed a 
14% increase in digital engagement. Online ordering at restau-
rants increased 11% over that same period, as did the use of  
digital methods to connect to social media channels and content 
platforms for information essential to planning their experiences 
(6.3%) while there. 

It is true that festivities and holiday seasons generally come together 
with higher consumer willingness to spend — an indication that Q2 
growth may have been extraordinary for Brazil. It, in fact, quadruples 
the growth for the second-most growing country, but the lesson 
from the period is that digital behavior is a rising tide that lifts all 
boats, with the extent of these interconnections growing stronger as 
the digital infrastructure extends to more activities.

At the other end of the spectrum, we see Japan’s digital progress 
slide. The average Japanese consumer engages in an average of eight 
different digital activities each month, with participation concen-
trated in social engagement (52%), entertainment (46%) and banking 
(44%). Consumers in this country are the least likely to engage dig-
itally for retail shopping, and Japanese consumers still rely on cash 
for a wide range of transactions. This is an indication that synergies 
also have a potential drag effect: Consumers who are unlikely to rely 
on digital tools to engage in any activity are less prone to try digital 
means to engage in adjacent interactions.
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In addition to shopping more 
online and making more digital 
purchases, Brazilian consumers’ 
use of online travel sites, dating 
apps, aggregators and virtual 
therapy sessions increased 6.3% 
between Q1 2022 and Q2 2022. 

Brazil was not the only country 
in which we witnessed simulta-
neous increases — or decreases 
— in transactional and access 
activities. Consumers in Japan 
and Italy also participated 
in both and exhibited sharp 
decreases in access and trans-
actional activity in Q2 2022. 
Japanese consumers’ participa-
tion in access activities dropped 
12% and their engagement in 
transactional activities dropped 
8.5% quarter over quarter. 

6.3%  
How much more  
Brazilian consumers 
attended 

virtual therapy 
sessions 
in Q2 than in Q1. 
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Brazil’s digital transformation  
was propelled forward by 

a wave of domestic 
travel and travelers 
transacting online. 

It is no coincidence that Italy and Japan were the two coun-
tries that underwent the greatest variation in CE Index scores 
between Q1 2022 and Q2 2022 after Brazil. Italy’s digital trans-
formation backpedaled 5.2% quarter over quarter, and Japan’s 
declined 11%. 

The digital transformations of countries like the U.K., Austra-
lia, the Netherlands and Germany remained largely stagnant 
between Q1 and Q2, by comparison. The CE Index scores of all 
of these countries varied less than 1% quarter over quarter. 

This goes to show that getting more consumers online is only 
half the journey to realizing the full digital potential of the global 
economy. The second leg of that journey is about convincing 
these casual browsers to transact.  
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B usiness leaders and innovators have a willing and grow-
ing audience of consumers the world over eager to engage 
digitally with many of the activities that represent their 
day-to-day routine. In Q2, we found that consumers were 

2.7% more likely to make purchases online, and when they did, took 
their experience and growing tech-savviness, confidence and trust 
to connect with other related activities.

We continue to see great potential in integrating payments into the 
vast majority of daily activities that, today, are largely nontransac-
tional, and for which connected devices provide mostly access to 
services. These activities include messaging, interacting on social 
networks and streaming video and music content. These remain blue 
oceans of opportunity for innovators, be it messaging, social net-
works and/or streaming video and music. 

These interconnected activities create the flywheel — the network 
effects that will bring even more consumers into the digital economy 
and inspire creative new ways for them to shop, pay, bank, move, 
have fun, be well, work, live, communicate and eat in an increas-
ingly connected global economy. This is a world in which the digital 
and physical channels no longer compete — they are complimentary 
forces that will accelerate the growth of the digital economy.  

Conclusion

T he ConnectedEconomy™ Index was built using 
data collected from 15,599 consumers across 11 
countries between April 7, 2022, and May 9, 2022. 
How The World Does Digital: The Impact Of Pay-

ments On Digital Transformation is the second edition in a 
continuing series of studies examining global consumers’ 
shift from an analog to a digital-first lifestyle.

The ConnectedEconomy™ Index measures consumer 
engagement across 37 key activities across 10 broad cat-
egories — the 10 pillars of the ConnectedEconomy™ 
— that represent key parts of consumers’ daily routines 
to track the progress of consumer engagement over time. 
The countries in our study include the United States, the 
EU-5 (France, Germany, Italy, the Netherlands and Spain), 
the United Kingdom, Brazil, Australia, Japan and Singa-
pore, which together account for 50% of global GDP. Each 
national sample subset was census-balanced to mirror the 
current population in key demographic areas, allowing us 
to gauge the progress of digital transformation both within 
and between countries.

Methodology

How The World 
Does Digital

© 2022 PYMNTS All Rights Reserved
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